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ANALISIS PENGARUH MARKETING MIX TERHADAP KEPUTUSAN
PEMBELIAN KONSUMEN PADA ALFAMART DAN INDOMARET
DI KECAMATAN DAWE KABUPATEN KUDUS
Ani Rismawati
NIM. 2013-11-016
Dosen Pembimbing I. Dr. H. Mochamad Edris, Drs, MM
Dosen Pembimbing II. Agung Subono, SE, M.Si
Penelitian ini bertujuan untuk menganalisis pengaruh marketing mix
(produk (product), harga (price), promosi (promotion), tempat (place), orang
(people), sarana fisik (physical evidence), proses (process)) terhadap keputusan
pembelian konsumen baik secara secara parsial maupun berganda. serta menganalisis
perbedaan keputusan pembelian konsumen Minimarket Indomaret dan Alfamart di
Kecamatan Dawe Kabupaten Kudus. Jenis penelitian ini adalah penelitian deskriptif
statistik. Sampel penelitian yakni responden pada Alfamart sebanyak 68 responden
dan Responden pada Indomaret sebanyak 68 responden. Uji instrumen data
digunakan  adalah validitas dan reliabilitas. Pengolahan Data menggunakan
coding/scoring. Analisis data menggunakan analisis deskriptif, analisis regresi,
pengujian hipotesis. Berdasarkan analisis data yang telah dilakukan, maka dapat
ditarik kesimpulan bahwa produk (product) harga (price), promosi (promotion),
tempat (place), orang (people), sarana fisik (physical evidence), proses (process) baik
secara parsial maupun secara berganda berpengaruh terhadap keputusan pembelian
pada Alfamart dan Indomaret di Kecamatan Dawe Kabupaten Kudus. Konsumen
memiliki persepsi yang berbeda terhadap produk pada Alfamart dan Indomaret di
Kecamatan Dawe Kabupaten Kudus. Konsumen memiliki persepsi yang sama
terhadap harga. Konsumen memiliki persepsi yang sama terhadap promosi.
Konsumen memiliki persepsi yang sama terhadap Tempat. Konsumen memiliki
persepsi yang sama terhadap Orang. Konsumen memiliki persepsi yang berbeda
terhadap Sarana Fisik. Konsumen memiliki persepsi yang sama terhadap Proses.
Variabel yang paling dominan mempengaruhi keputusan pembelian pada Alfamart
adalah variabel sarana fisik (pysical evidence), dilanjutkan produk (product), promosi
(promotion), orang (people), harga (price), tempat (place) dan proses (process).
Sedangkan variabel yang paling dominan mempengaruhi keputusan pembelian pada
Indomaret adalah variabel orang (people), dilanjutkan sarana fisik (pysical evidence),
promosi (promotion), proses (process), harga (price), produk (product), dan tempat
(place).
Kata kunci : (Produk (Product), Harga (Price), Promosi (Promotion), Tempat (Place),
Orang (People), Sarana fisik (Physical Evidence), Proses (Process))
terhadap Keputusan Pembelian Konsumen
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ANALYSIS OF THE INFLUENCE OF MARKETING MIX TOWARDS CONSUMER
PURCHASING DECISIONS ON ALFAMART AND INDOMARET
IN KUDUS REGENCY DAWE
Ani Rismawati
NIM. 2013-11-016
Advisor I     : Dr. H. Mochamad Edris, Drs, MM
Advisor II   : Agung Subono, SE, M.Si
This research aims to analyze the influence of the marketing mix (product, the
price, promotion, place, people, the physical evidence, processes) against the
purchasing decisions of consumers either partially or double. as well as analyzing the
difference in consumer purchasing decisions and Indomaret Alfamart Minimarket in
Kudus Dawe. Type of this research is descriptive research statistics. Sample research
namely the respondent on the respondent as much as 68 Alfamart and Indomaret on
Respondents as much as 68 respondents. The test data used is the instrument validity
and reliability. Processing Data using coding/scoring. Data analysis using
descriptive analysis, regression analysis, hypothesis testing. Based on the data
analysis that has been done, then it can be drawn the conclusion that the product
(product) price (price), promotion, place, people, the physical evidence, processs
either partially or in multiple effect on purchasing decisions on Alfamart and
Indomaret Dawe in the County. Consumers have a different perception of product at
Alfamart and Indomaret Dawe in the County. Consumers have the same perception of
the price. Consumers have the same perception towards promotion. Consumers have
the same perception towards the spot. Consumers have the same perception of
people. Consumers have different perceptions toward Physical Means. Consumers
have the same perception of the process. The most dominant variables influencing
purchase decisions on Alfamart is variable pysical evidence, then the product,
promotion, person, the price, place and the process. While the dominant variables
influencing purchase decisions in Indomaret is variable people, followed by pysical
evidence, promotion, processes, the price, the product, and place.
Keywords:  Product, the price, promotion , place, people, the physical means
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